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Fashion. Beauty. Business. 
Santa Ralph
Ralph Lauren is launching a 
number of groundbreaking 
digital initiatives for holiday, 
including the creation of 
virtual stores.

Page 4

Moore From L.A.
Catching up with creative 
director Willo Perron on 
Aritzia, Super Puff stores — 
and furniture design.

Pages 16 and 17

Sustainability 
Scene
The new brand-led initiative, 
Fashion Makes Change, aims 
to accelerate the industry’s 
ESG transformation.
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●  The off-mall retailer is 
climbing out from the worst of 
the pandemic slowdown with 
a laser-focus in women’s.

BY EVAN CLARK

Kohl’s Corp. is bouncing back from the 
depths of the coronavirus consumer 
shutdown — and continuing to sharpen its 
focus in women’s. 

The off-mall retailer was already 
trimming its portfolio in women’s with 
the exit of Dana Buchman, Jennifer 
Lopez, Mudd, Candie’s, Rock & Republic, 
PopSugar, Elle and Juicy Couture. Now, 
Michelle Gass, chief executive officer, is 
going further.

“In 2021, we will further iterate and 
evolve the portfolio to drive even more 
relevancy,” the ceo told analysts on a 
conference call on Tuesday. “This will 
include moving away from the Apartment 
9 brand in women’s as we shift our focus 
to Nine West, and exiting the Chaps 
brand altogether. We are going to tightly 

BUSINESS

Michelle Gass
On Sharpening
Kohl’s Approach

CONTINUED ON PAGE 24

CONTINUED ON PAGE 22

While this holiday season may look 
different from those in years past, 
some retailers will still be hiring extra 
staff, and those workers could be at 
increased risk for COVID-19 as cases 
continue to rise around the world.

Last week, the United States 
reached more than 160,000 new 
cases of the virus in one day — just 
more than a week after crossing a 
then record-high 100,000 new cases 
in a day.

As of now, retailers are expected to 
be open for the holiday season, and 
the top retailers in the country will be 
adding seasonal staff.

According to the Bureau of Labor 
Statistics, 583,000 seasonal workers 
were hired between October and 
December 2019 to meet the demands 
of holiday shopping. While that 

Equal Measure

Is Seasonal 
Hiring 
More Risky  
For Diverse 
Communities?
Some retailers will still be 
hiring seasonal, and those 
workers could be at greater 
risk for COVID-19. 
BY OBI ANYANWU

Coed design duos are proliferating 
in fashion. It’s a way to meet the 

onerous demands on today’s 
creative leaders — and foster a 

dynamic dialogue at a time when 
clothes are less gender-specific 

than ever, experts say. For more on 
the trend, see pages 12 to 14. 

COLLAGE BY ALEX BANDONI
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ON THIS  
D A Y

Carine Roitfeld and Kris Jenner were more than happy to enlist 
in the Balmain Army at Olivier Rousteing’s after party, as seen in 

WWD on Nov. 18, 2015. — Jasper Brown

Fashion Scoops
Castle Style  
Chanel will go ahead with its 
planned Métiers d’Art show at 
a château in France on Dec. 1, 
but there won’t be any guests in 
attendance.

Instead, the brand will film 
the display at the Château de 
Chenonceau in the Loire Valley, 
and will unveil creative director 
Virginie Viard’s collection on 
Chanel’s web site and social 
media platforms on Dec. 3 at 7 
p.m. CET, a spokeswoman for the 
house said.

When Chanel initially 
announced its plans for the 
show in mid-September, it said it 
hoped to welcome guests at the 
event, unless the situation and 
consequent health obligations 
changed in the interim.

Since then, France has 
entered its second lockdown 
in a bid to halt the spread of 
the coronavirus pandemic. 
The measures are officially 
in place until Dec. 1, although 
the government has already 
announced it will maintain 
strict restrictions on individual 
movement beyond that date.

Chanel follows in the 
footsteps of Versace, which 
switched from a physical show 
to a digital format shortly before 
the start of Milan Fashion Week 
in September. The Versace 
show was nonetheless a hit, 
generating buzz worth $11 
million, according to data 
analytics firm Launchmetrics.

Traditionally a traveling show 
that has alighted in destinations 
— including Shanghai; Rome; 
Edinburgh, Scotland; Salzburg, 
Austria, and Dallas — Chanel’s 
Métiers d’Art show was held 
in Paris last December in the 
wake of the death of its longtime 
creative director Karl Lagerfeld 
earlier in the year.

Chanel was one of the first 
major brands to return to the 
catwalk this fall, holding a show 
with 500 guests at the Grand 
Palais on Oct. 6 that was one of 
the highlights of Paris Fashion 
Week. — JOELLE DIDERICH
 

Virtual 
Watch  
Watches & Wonders Geneva 
has bit the bullet and canceled 
its physical event that was set 
for April, solidifying the industry’s 
shift to digital channels to replace 
traditional trade shows.

“This decision, taken in close 
consultation with the principal 
stakeholders, is seen as the 
most responsible course of 
action, given the current health 
crisis and uncertainties as to 
how the situation may evolve,” 
said organizers in a statement 
Tuesday. The event had been 
scheduled to take place in 
Geneva at the Palexpo hall on 
April 7 to 13, 2021.

Plans are to upgrade the digital 
platform, which was launched in 
April this year as the coronavirus 
pandemic swept across 
the globe, halting travel and 
prompting the physical event’s 
cancellation.

The platform is geared 
towards networking between 
media, retailers and clients 
of exhibiting brands, with 
live chats and presentations 
streamed online.

Some 50 brands take 
part in Watches & Wonders, 
formerly known as SIHH, 

mostly Compagnie Financière 
Richemont labels, including 
Cartier, Jaeger LeCoultre and 
Vacheron Constantin, but also 
Hermès and Kering labels Ulysse 
Nardin and Girard-Perregaux. 
Some former Baselworld 
exhibitors, including Chanel, 
Chopard and Rolex, also planned 
to show in Geneva in April and are 
listed on the Watches & Wonders 
website as exhibiting brands.

The coronavirus pandemic 
has accelerated the decline 
of traditional, physical trade 
shows, which had struggled 
to adapt to the rise of digital 
channels. Watches & Wonders 
rival Baselworld, which was held 
in a sprawling exhibition hall in 
Basel, Switzerland, was known 
for elaborate booths that rose 
several stories high. MCH Group, 
which organized the event, has 
since abandoned the format, 
and launched a new platform 
called HourUniverse for watches, 
jewelry and gemstone industries 
after settling with departing 
labels in May.

More than a dozen labels, 
including Bulgari, which belongs 
to LVMH Moët Hennessy Louis 
Vuitton, and Kering labels 
banded together to host a series 
of small events in Geneva at the 
end of August, dubbed Geneva 
Watch Days.

Watches & Wonders hit the 
road in September, taking a 
handful of labels to Shanghai.  
— MIMOSA SPENCER
 

Atlanta 
Bound  
AG is popping into Atlanta for the 
holidays.

The Los Angeles-based denim 
and knitwear brand has opened a 
2,000-square-foot temporary pop-
up store in Phipps Plaza, a luxury 
shopping mall in the Southern city’s 
trendy Buckhead neighborhood. 
The store, which opened on Nov. 15, 
is expected to remain in operation 
through the end of April.

The store will house more than 
300 styles from the brand’s fall 
collection for men and women 
and will include the Made in 
Italy capsule, a collection of 
sweaters and outerwear created 
in Italy. Exclusive to the store is 
a commemorative tote created 
in collaboration with George 
F. Baker, colloquially known 
as GFB3, an Atlanta-based 
illustrator and muralist known for 
his playful design, illustration and 
production. The tote is available 
to Atlanta shoppers who make 
purchases in the store.

For customers still a little 
leery of in-store shopping, 
the AG store will also offer 
curbside and in-store pickup, 
as well as the option to shop 
virtually through FaceTime 
or video screening. They 
can also schedule shopping 
appointments with AG stylists.

In terms of aesthetics, the 
store features the brand’s 
signature wood and brushed 
metal design details and 
includes a seven-foot-high AG 
logo in poplar wood at the front. 
The denim shelving, which is a 
signature of the merchandising 
in the brand’s other 15 stores, 
is included here as well. The 
denim for the displays is 
created at the company’s 
design studio in L.A.

“We understand that the 
consumer journey of today 
and tomorrow has multiple 
touchpoints and we are excited 
to expand on our physical retail 
presence in the city of Atlanta, 
which is full of denim enthusiasts 
— many of which are already 
familiar with our brand,” said 
Sid Dey, vice president of retail 
for AG.

While this store is just for the 
holidays, AG will open a new, 
permanent location in New York 
City in the spring on Madison 
Avenue and 78th Street. It will 
mark the fourth store in the 
city, joining locations in SoHo, 
Hudson Yards and the Upper 
West Side. — JEAN E. PALMIERI

Good 
Influence  
There’s a line separating 
fashion influencers from social 
influencers and Chiara Ferragni 
crossed it in 2020.

The transition was officially 
sealed on Monday when 
the municipality of Milan 
acknowledged the Italian digital 
entrepreneur and her husband, 
the singer Fedez, with its 
prestigious annual Ambrogino 
d’Oro award, bestowed to 
express gratitude for the 
contribution they gave to the city 

in such a challenging year.
Named after Milan’s patron 

Saint Ambrogio, the prize 
annually recognizes people and 
associations that stood out for 
their commitment and work for 
the common good. In particular, 
39 winners have been named 
this year and will be officially 
presented with the award on Dec. 
7. The prime Great Gold Medal 
went to all the doctors and health 
workers who perished during the 
fight against COVID-19.

Ferragni and Fedez were 
recognized for the charity 
initiatives they promoted 
throughout the year, starting 
from their personal donation 
of 100,000 euros that helped 
support a fund-raiser aimed at 
creating new hospital beds in the 
intensive care area of the city’s 
San Raffaele hospital.

One of the first charity 
projects to be launched in Italy 
during the lockdown in March, the 
fund-raiser had immediate and 
significant social resonance not 
only for the direct involvement 
of the couple but also for the 
traction they had in inviting their 
followers to do their part and 
donate through a link, starting 
from 5-euro contributions. Their 

plea resulted in their audience 
— counting more than 33 million 
followers combined — helping to 
raise almost 4.5 million euros for 
the cause.

In an Instagram post on 
Tuesday, Ferragni celebrated 
their award, sharing a happy 
selfie with her son Leone flanked 
by the caption: “This is us since 
last night, when we read the news. 
Thank you all for the happiness 
you’re transmitting to us, it’s 
been really nice to know that 
doing good often brings other 
goodness in the world. And this is 
only the beginning. Thanks Milan 
for giving this Ambrogino d’Oro to 
me and Fedez.”

Yet institutions’ lack of 
financial support of operators 
in the music and entertainment 
industry led the singer to launch 
the latest initiative on Nov. 13. He 
united leading names in the Italian 
music scene and collected their 
personal donations to establish 
a fund in aid of music operators 
and their families. Thanks to 
the additional involvement 
and support of brands he 
collaborates with — including 
Fendi and Amazon — the initiative 
has raised more than 2 million 
euros so far. — SANDRA SALIBIAN

Chiara Ferragni and Fedez 
at Fendi’s fall 2020 show.

A rendering of the AG shop  
in Phipps Plaza in Atlanta.

A selection of designs from the 
Watches & Wonders 2020 fair.


